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Some courses (and textbooks) are easily forgettable. Once the final exam is over, memo-
ries of the course fade quickly. But a few academic experiences are different: Lessons
learned are transformative, making a difference for the rest of the student’s life.

Our goal in writing Communicating at Work has been to help put the business and
professional communication course in the second category. This book aims to give stu-
dents insights and tools that will help them achieve their career goals more ethically
and effectively, and contribute to the success of the enterprises they undertake. If we've
done our jobs, the information in this book will benefit readers long after their class
has finished.

While Communicating at Work is clearly a university-level textbook, it contains infor-
mation that can help all career-minded readers. Novices to the business world will be
introduced to skills they will need for on-thejob success. Readers who have ample job
experience but recognize that there is always potential for communicating more effec-
tively will also find useful tips and tools.

What’s Familiar

The tenth edition of Communicating at Work retains the approach that has made it a
perennial market leader. Most important is a practical, real-world focus: Every page con-
tains useful information, advice, and examples on how to communicate successfully.
Extensive coverage of communication technology offers insights on when and how to
use a multitude of electronic channels, along with more traditional ones. Thorough
attention to workplace diversity helps readers communicate with others from differ-
ent backgrounds and choose approaches that work for everyone involved. Finally, an
empbhasis on ethical communication discusses how communicators can achieve their
goals in a way that doesn’t compromise moral integrity. All of this material is presented
in a no-nonsense writing style and packaged in an inviting design that aims to capture
the sophistication of today’s workplace.

New to This Edition

Several new features enhance the timeliness and effectiveness of this edition:

® More concise, efficient organizational plan. A new, condensed chapter lineup
makes it easier to cover material within an academic term, without sacrificing
content. Chapter 13 now covers both informative and persuasive presentations,
as well as guidelines for group and special occasion speaking. Annotated tran-
scripts of sample informative and persuasive presentations are now accessible in
Appendix II.

e New Technology Tip sidebars. These boxes show readers how to use a variety of
communication tools to achieve their goals. Topics include guidelines for advanc-
ing career goals using blogs, text and instant messaging, and creating an electronic
portfolio, tips for working in virtual teams, and managing conflicts in cyberspace.
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e New Case Study sidebars. Appearing in every chapter, these boxes describe both
the communication triumphs and blunders of reallife business and professional
communicators. Critical Analysis questions following each case help students ana-
lyze communication principles and apply insights to their own lives.

e Expanded coverage of important topics. These include informal communication
networks, how cultural differences affect communication, the appropriate uses of
both mindful and “mindless” listening, strategies for addressing sexual harassment,
and advice for communicating with diverse audiences.

e New pedagogy and resources. End-of-chapter Review Points summarize key elements
clearly and efficiently. Thoroughly updated Instructor’s Resource Manual provides
tools to make teaching more efficient and learning more effective. Expanded Online
Learning Center (OLC) provides a wealth of new web-based information, readings,
and study aids that enhance student success.

e Sample Speech Appendix (Appendix I). Appendix I now contains annotated sam-
ples of both informative and persuasive presentations.

e Updated Business Writing Appendix (Appendix I1). Appendix II has been updated
to reflect changes in how business documents are created and shared in an era when
electronic communication is becoming the norm.

Resources for Instructors and Students

An array of resources makes teaching and learning both more efficient and effective.

The Online Learning Center at www.mhhe.com/adler10e provides instructors
with downloadable supplements and provides students with learning tools to help them
master course concepts. It includes an updated Instructor’s Manual, Resource Integra-
tor, and Test Bank and PowerPoint slides for instructors. The student side includes
self-quizzes, videos, business document templates, a PowerPoint tutorial, and glossary
flash cards.

Communication Concepts video, available on the book’s Web site, provides scenarios
of common types of business and professional interaction for analysis.

Tegrity Campus

Tegrity Campus is a service that makes class time available all the time by automatically
capturing every lecture in a searchable format for students to review when they study
and complete assignments. With a simple one-click start and stop process, you can cap-
ture all computer screens and corresponding audio. Students replay any part of any class
with easy-to-use browser-based viewing on a PC or Mac.

Educators know that the more students can see, hear, and experience class resources,
the better they learn. With Tegrity Campus, students quickly recall key moments by
using Tegrity Campus’s unique search feature. This search helps students efficiently
find what they need, when they need it across an entire semester of class recordings.
Help turn all your students’ study time into learning moments immediately supported
by your lecture.

To learn more about Tegrity watch a two minute Flash demo at http://tegritycampus
.mhhe.com.

vii
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CourseSmart

CourseSmart is a new way for faculty to find and review eTextbooks. It’s also a great
option for students who are interested in accessing their course materials digitally and
saving money. CourseSmart offers thousands of the most commonly adopted textbooks
across hundreds of courses from a wide variety of higher education publishers. It is
the only place for faculty to review and compare the full text of a textbook online,
providing immediate access without the environmental impact of requesting a print
exam copy. At CourseSmart, students can save up to 50% off the cost of a print book,
reduce their impact on the environment, and gain access to powerful Web tools for
learning including full text search, notes and highlighting, and e-mail tools for sharing
notes between classmates.
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